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About Firefly Partners

Firefly Partners has been delighting 
progressive nonprofits with tailored 
digital marketing solutions since 
2008. We deliver results to amplify 
your mission.
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About CRR

The Center for Reproductive Rights 
uses the power of law to advance 
reproductive rights as fundamental 
human rights around the world.
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Overview
• Google Analytics Best Practices – get the data you need to 

make smart decisions
• Using Data to improve results - what story is your data 

telling you? What opportunities does it reveal?
• Using Google Optimize to test your website
• Demos and Case Studies
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Google Analytics

Get the data you need to 
make smart decisions 



1. Tracking code is firing on all pages 
of your website + supporting tools

2. Cross Domain Tracking setup
3. Multiple views for data integrity 
4. Filter out internal traffic
5. eCommerce tracking for 

transactions

Implementation 
Checklist



6. Goals configured for the most 
important CTAs on your website

7. Audience & demographic reporting 
enabled

8. Site search tracking is enabled

9. Bot filtering is turned on

10. Account linking (search console, 
Google Ads & Optimize)

Checklist continued…



CRR Experience 
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• Lessons learned dialing in the right data and 
implementation. 

• Conversions and Goals important to CRR
• eCommerce (donation transactions)
• Email Acquisition
• Action Alert Submissions



• Who is my website audience?
• How are they getting to my website?
• What are folks doing once they get to 

my site? 
• Are they finding the information 

they need? 
• Taking the actions I want them to?

• What should I test to improve my 
site?

What can analytics data 
tell you?



Understanding Your 
Website Audience

• Demographic Data
• Geographic location
• Technology used



Demographics 
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Where is my audience located? 
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What devices are they using?
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• What channels are driving 
traffic?

• Which channels are most 
valuable to me?

• Right channel for the right ask
• Where are there opportunities 

to improve?

Acquisition Reports



Channel Overview Report
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Campaign Reports

FIREFLY PARTNERS



• Accurate email channels take 
extra work (UTMs for campaign 
tracking)

• Apply custom segments for 
deeper insights  

• Use Search Console reports for 
organic search insights

Pro Tips:



Site Navigation & 
Engagement Pathways

• Landing & Exit Pages
• Homepage Next Page Path
• Site Search Reports



Landing Page Report



Homepage Next Page Path



Site Search 
Report



What metrics do you look at most 
often?

What are key insights you’ve learned 
from your analytics data?

What have you found from analyzing 
data that you plan on running 
experiments on?

CRR Experience



Google Optimize



Google Optimize 101
• FREE testing and 

personalization to improve 
your website

• A/B, multivariate, redirect 
testing types

• Visual editor
• Natively integrates with 

Google Analytics
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Optimize + GA
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1. Use Google Analytics reporting to find areas 
of your site that are under performing

2. Run experiments in Google Optimize

3. Measure results, deploy winning strategies



What pages should I test?
• Donation Form
• Thank You Pages
• Homepage
• Top Landing Pages 
• High traffic content pages
• P2P Landing Pages
• Advocacy Action Alert Forms
• Sign up forms
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What elements should I test?
Navigation

• copy 
• appearance
• order 
• sub nav vs. not

Forms
• One page vs. multi-step
• Required fields – or not
• Copy & Images
• Quantity of fields
• Step indicators
• Trust elements (security icons, 

accreditation logos) 

Buttons
• Type – words vs. icons
• Color
• Copy
• Size
• Placement
• Design

Modals and Lightboxes
• Trigger
• Size
• Placement
• Content
• Design



What elements should I test?
Images and Videos
• Photo vs. video
• Auto play vs. manual 
• Size and placement
• Subject matter (people 

babies, pets)
• Carousels vs. static images
• Trust elements (security 

icons, accreditation logos) 

Other
• Social proof
• Testimonials
• Copy length
• Voice – professional vs. 

familiar/friendly





Types of Tests
A/B Tests

Randomized 
experiment using 
two variants of the 
same web page
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Types of Tests
Redirect Test

Also known as a “split URL” 
test. Type of A/B test that 
let’s you test different web 
pages against each other. 
Useful when testing a 
complete redesign of a 
page or very different 
landing pages.
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Types of Tests
Multivariate Test 
(MVT)

Tests two or more elements 
simultaneously to see which 
combination works best. 
Identifies the best option for 
each variant AND the best 
combination.
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Targeting Options
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• Donation Form Button (A/B)
• Donation Form Design 

(Redirect)
• Banner Image and Headline 

Copy (MVT)

IRL Examples



A/B Test
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VS.



Redirect Test
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VS.



Redirect Test
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VS.

Conversion Rate: 25.86%
Average Value Order: $178.97
Per Session Value: $46.28

Conversion Rate: 15.98%
Average Value Order: $92.22
Per Session Value: $14.73



Multivariant Test
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Multivariate Test
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Multivariant Test
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• Optimize uses Google 
Analytics for measurement

• See reports in Optimize or 
GA

Measuring Results & 
Reporting



Open Q&A



THANK YOU!

Evaluation:
https://www.surveymonkey.com/r/19ntc
sessions?c=121


